In companies oriented toward marketing, consumers are at the centre of attention and learning about their market behaviour and preferences is the starting point in the process of shaping the marketing strategy. An organization, thanks to the right marketing strategy, can better adapt to its environment, which is a key element of strategic management. Therefore, this article addresses the issue of consumer behaviour relative to festivals. The first part of the paper features a brief description of consumers of music, film, and theatre festivals in Poland based on surveys, and the second part describes cultural consumers' market behaviour. The researchers collected data for this study on N=891 consumers of five Polish festivals in 2016/2017.
Introduction
In the 21st century, in the age of market globalisation, the virtualisation of consumption and the development of modern technologies characterised by such phenomena as a particular intensity in competitive struggle, consumer knowledge, in its broadest terms, is becoming increasingly important. Consumer knowledge concerns their needs, expectations, habits, aspirations, preferences, and the conditions of their behaviour. Understanding this behaviour is very important because it allows cultural organizations to adapt their offerings to the consumers' needs more effectively than their competitors. Analysing the changes in the factors affecting consumer behaviour has become extremely important. It makes it possible to identify trends and anticipate changes in the behaviour of cultural consumers. In the process of creating value for the client and achieving the goals of a cultural organization, it is crucial that cultural organizations adapt their cultural offering and the ways they are presented and made available to the rapidly evolving consumer expectations (Kotler, 2005) . Consumer behaviour and its determinants have, for many years, been an important trend in economic research and for several years they have also played a significant role with regard to Polish festivals. In scholarly discourses, interest in the behaviour of consumers has noticeably increased, especially in the context of marketing research (Colbert, 2017; Fillis, 2011) . The study of consumer behaviour can focus on individuals purchasing products to meet their own needs, on groups of consumers or on institutional buyers. Due to its unique character and high diversity, consumer behavior relative to festivals is of particular interest. Therefore, this article will focus on the purchase behaviour of consumers of festivals in Poland. In companies oriented toward marketing, consumers are at the centre of attention and learning about their market behaviour and preferences is the starting point in the process of shaping the marketing strategy. An organization, thanks to the right marketing strategy, can better adapt to its environment, which is a key element of strategic management. Source literature defines it as strategic alignment (Hatch, 2002; Pierścionek, 2011; Kaleta, 2013; Romanowska, 2017) . Therefore, the main aim of the paper is to present the characteristics of consumers of festivals in Poland and then to analyse their selected market behaviours. The article also highlights the main trends in consumer behaviour related to festivals in Poland and the resulting implications for cultural management.
Research Methodology
The research methodology for consumer behaviour focuses on obtaining primary and secondary information which are necessary to identify the complexity of phenomena and processes involved in making market choices, purchasing decisions, along with the preparation procedure for making those decisions, and their effects (Smyczek and Sowa, 2005) . This also applies to festivals in Poland. We used the PAPI (Paper and Pen Personal Interview) method with a questionnaire. The purpose of the research was to obtain information about Polish consumers of festivals, to become familiar with their actions in the consumption process. Due to the very large amount of information collected during the course of the study, we limit this paper to presenting only selected research results and addressing the following issues in detail:  basic characteristics of consumers of festivals market in Poland,  sources of information for consumers about festivals,  the main reason for participating in festivals,  how the consumers travel to the festival events,  average consumer spending during festivals,  type of additional activity when participating in festival events. We conducted the study from 18 October 2016 to 17 July 2017 on a group of 891 participants of five festivals located in a large Polish city -Katowice. Katowice is the largest city in the Silesian region with over 304,000 inhabitants, the capital of the Silesian Metropolis (over 2.2 million inhabitants). We present basic information about the festivals in Table 1 . The history of Tauron New Music festival began in 2006 in Katowice, when a group of friends connected with the 'Hipnoza' music club decided to organise their own music festival. The first edition of the festival held in the defunct Wilson shaft of the 'Wieczorek' coal mine. Since 2014, the festival has been held at the Katowice Culture Zone which was created on the site of the closed and later revitalised 'Katowice' coal mine in the Bogucice district. From the very beginning, the organisers wanted the festival to present the most interesting contemporary music bordering on jazz, electronics and dance rhythms, while at the same time proving that the sounds, practically absent from the national media, could attract a constantly growing Polish and European audience to Katowice.
Regiofun

Film Festival
The idea of the International Co-Production Forum Regiofund stems from the conviction that film, with all the stages of its production, is a creative combination of the interests of many entities. The event is centered around film producers, representatives of European film funds, financing institutions, local governments, private investors, television broadcasters, as well as sales agents and distributors.
Interpretacje Festival
For 18 years, the Polish Festival of the Art of Directing "Interpretacje" has been setting the direction of contemporary theatre life in Poland. The aim of the festival held in Katowice is to promote theatrical directors and to showcase the latest trends and current artistic directions in theatre as interpreted by Polish live-theatre directors, as well as to make the most interesting performances of the last season, both competition winners and others, available to the public in Katowice. The cross-section of respondents was diverse in terms of gender, age and education. Basic information about the conducted research is presented in Table 2 . 6, 7, 8, 9, 14, 17 July 2017 Regiofun Film Festival 18, 19, 20, 21, 22, 23 October 2016 "Interpretacje" Festival 5, 6, 8, 10, 11, 12 November 2016 Medialab Katowice interviewers made the collected data available to us for further analysis and evaluation. Readers can download source data used for this article at: https://github.com/medialabkato/katowice-culture-survey/blob/master/surveydata.csv. The research was part of a project implemented by Medialab Katowice within the Shared Cities: Creative Momentum international platform. This is a joint undertaking of Katowice City of Gardens (Poland) and Goethe-Institute (Germany), Czech Centres (Czech Republic), reSITE (Czech Republic), the Academy of Fine Arts and Design in Bratislava (Slovakia), the Association of Belgrade Architects (Serbia), Contemporary Architecture Centre (Hungary), KUNSTrePUBLIK (Germany), Mindspace (Hungary), Old Market Hall Alliance (Slovakia) and Res Publica -Cities Magazine (Poland). The European Union under the Creative Europe Programme co-funded this project. Moving on to the main part of the analysis, readers should note that the results of the research, due to the sampling method used, provide knowledge about the respondents' opinions concerning the behaviour of consumers on the festivals market in Poland, and not the actual state in this regard. However, readers should also take into account the large size of the research sample, as well as the integrity, and good will of the respondents in participating in this study.
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Results
Consumers' decisions are influenced by many factors, originating from both the broadly defined environment and from the internal factors of the consumer as an individual. These elements form a set of mutually interacting factors that continuously evolve and constantly change and impact other factors. As a result, any analysis of the elements affecting consumer decisions is a mixture of causes and their effects, and researchers of this aspect of life have to simultaneously operate on multiple levels of concepts and classifications. The most elementary factors affecting the structure of expenditure and consumer behaviour regarding festivals include age, education, and gender (Table 3) . The research shows that the average age of a Polish consumer of culture, who attends a film, music, or theatre festival is about 34. The data presented in Table 3 also shows that the average age of a person who makes use of the cultural offering varies according to the type of festival. The average age of a person attending a JazzArt Festival, Silesian Jazz Festival, Regiofun Film Festival, and "Interpretacje" Festival is about 35 years, while Tauron New Music Festival is visited by younger people (average age of 29). The consumers of the festivals who took part in the survey were mostly women (58%). The data presented in higher education, and over 17% are currently enrolled in college. After developing a profile of the consumers of Polish festivals who participated in the survey, the second part of the study focused on identifying selected aspects of their market behaviour. We asked respondents about their main reason for participation in festivals (Table 4 and 5). The data presented in Table 4 show that in Poland the most relevant source of information about organised festivals is information obtained from friends (31.06% of respondents). The respondents report social media (29.79%) as second. Over 38% of the respondents declared participating in the festivals because of their interest in the subject matter itself. From the data presented in Table 5 , it is clear that participation in a festivals is also a good way of spending time with friends. More than 18% of respondents stated that going out with friends is the main reason for their participation in a festival. We also asked the respondents how they arrived at the festivals. We show the results in Table 6 . The vast majority of respondents (over 47%) arrive at a festival via their own car. The authors confirm these results with earlier research conducted on a group of 515 people who attended the concerts of the Polish National Radio Symphony Orchestra in Katowice and the Silesian Philharmonic (Dacko-Pikiewicz and Wróblewski, 2017). We also asked the respondents about the average expenditure they incurred when participating in a particular festival -the amount of money the person spent or is willing to spend during a festival event on additional entertainment, food, accommodation, etc. (not including the cost of the ticket for the festival events). We present the results in Table 7 . The research shows that the average expenditure incurred by Poles during the festivals under study is $29.84. Respondents spend the most money on the Tauron New Music Festival ($71.27), and the least when attending the JazzArt Festivalabout $13. In addition, we asked respondents about the type of expenditures. The respondents reported the type of additional activity on which they spent money during the festivals (Table 8) . The data presented in Table 8 show that Polish festival consumers most often participate in festivals and do not undertake any other activity (30.50%). Alternatively, they take a walk and see the sights of the city where the festival is located (25.86%). Approximately 29% of the respondents visit clubs and bars, or cafés (28.94%) or restaurants (20.42%) before/after attending the festival.
Discussion
This study of the behaviours of consumers of festivals in Poland present a variety of concerns deserving of additional attention. These behaviours are so varied that it is impossible to build a single matrix of consumer behaviour for the "average" consumer of a festival in Poland. Comparing these research results with previous studies conducted by the authors of the article (Dacko-Pikiewicz and Wróblewski, 2017; Wróblewski, 2016 Wróblewski, , 2017 as well as by other researchers of the festivals market (Crespi-Vallbona and Richards, 2007; Kozorog, 2011; Linko and Silvanto, 2011; O'Grady and Kill, 2013; Olsen, 2013; Gligorijevic, 2014; Sobocińska, 2015 Sobocińska, , 2017 , we can distinguish clear trends occurring in relation to the market behaviour of consumers in Poland. These trends are important for marketing activities undertaken by festival organisers. First of all, there is a growing diversity in the methods of acquiring information about festivals. In Poland, consumers continue to mostly receive information about festivals from friends, acquaintances, or family members. However, the importance of the Internet is growing, especially relative to social media, although not as fast as on might have expected. The development of new information and communication technologies contributes significantly to changes in the forms of satisfying the needs and participation of individuals in social life (Qualman, 2012; Szczepańska-Woszczyna, 2014; Rosewall, 2017; Walancik, 2017) . This is accompanied by a change in the roles played by consumers of festivals, who, through the use of new technologies, are no longer merely recipients of the message, but also active participants in the process of creating and disseminating cultural services (Anderson, 2008 (Anderson, , 2009 ). This is manifested by the introduction of photographs, videos from festival events on the Internet, or comments regarding the cultural institutions organising the events. This tendency means that modern consumers are faced with a vast choice of cultural products and services, but also of places and ways to acquire them. The multichannel trend equally relates to the distribution of festival events as well as to the process of marketing communication between the festival organiser and the consumer. At the same time, there are signs of a crisis in consumer confidence in the traditional forms of marketing communication such as television and press advertising (Brown and Haynes, 2008; Lee and Kim, 2008) . On the one hand, this is due to a kind of oversaturation with unidirectional messages in the classical media and, on the other hand, due to the general lack of universally accepted, unequivocal role models. Secondly, factors that are conducive to the development of new trends in consumer behaviour in the festival market in Poland include the increasing mobility of the consumers of this cultural offering. This is connected to the entry of Poland into the European Union, the emergence of cheap air lines, the new road infrastructure and the increasing number of cars, etc. This contributes to the adoption of lifestyles and consumption habits, as well as forms of spending leisure time which are characteristic of consumers who represent societies at a higher stage of development. This has an impact on the behaviour of Polish (especially young) consumers of festivals, who seek formatted, global cultural products in various fields such as the Tauron New Music Festival mentioned in this article. In Poland, we have observed the disappearance of the division into rigidly separated fields of art (music, film, literature, etc.) over the last few years, accompanied by the merging of various disciplines of art within the activities of cultural institutions.
This contributes to the development of a festival addressed to different senses, characterised by the provision of as many attractions and sensations pertaining to all senses as possible in one place and in the shortest possible time. This means that festival organisers should extend festival offerings with additional elements. Thirdly, research shows that the majority of attendees of festivals are women (58% of respondents). One can observe the greatest imbalance with respect to such Polish festival as Tauron New Music Festival. As many as 61% of the visitors to this festival are women. In Poland, in the first and second decades of the 21st century, women became the subject of broader economic and social studies. Niegowska (2005) and Pawlikowska (2011) indicated that women will become the most significant consumers in the 21st century. They base this observation, among others, on the report "Evolution. The Eight Truths of Marketing to Women" by Faith Popcorn and Lys Marigold. They argued that marketers would direct every action related to sales towards women. They will become the main object of an organisation's work -including festival organisers. This is due to the very large share of women making purchasing decisions. Festival organisers must begin to treat women and men as people who make different decisions, have different purchasing trends, needs, and expectations, which a large number of festival managers still cannot accept in Poland. Men and women are guided by different motivations when shopping. The direction of these activities is defined as gender marketing, or female marketing. Women dominate household expenditures. According to a survey by the Boston Consulting Group (Pawlikowska, 2011) , women make 80% of purchasing decisions and thus control most of any spending, including cultural expenditures. The research also shows that consumers of festival events in Poland are well educated. Nearly 65% of all respondents reported that they have completed higher education. The trend of the expansion of higher education is noticeable both in Poland and in other Western European countries. Increasingly educated citizens are becoming more aware cultural consumers. Consumers who can take advantage of the available market information to acquire goods maximising perceived value. Such a person reports high demands on festival organisers, expecting a high quality festival at a reasonable price. Not only general education, but also the evolution of the content delivered in the educational process has an impact on purchasing behaviour on the festival market. It is becoming increasingly liberal, promoting diversity and individualism, and increasingly makes use of technological developments, such as the Internet (Vrontis and Yhrassou, 2007) . Understanding the consumer behaviour on the festivals market is the basic for marketing strategy formulation by managers. Consumers reaction to this strategy determines the organization success or failure. In competitive environment organizations can survive only by offering more customer value -difference between all the benefits derived from a total product and all the costs of acquiring those benefits -than competitors. Providing superior customer value requires the festival organisers to do a better job of anticipating and reacting to the customer needs than the competitor. Therefore, the activity of festival organisers will have to deal with a new concept of value going far beyond non-financial aspects, which additionally imposes new conditions on the issue of measuring and reporting growth. In this concept, value is a broader idea than usability. The value is determined not only by what kind of service the customer receives. Equally important is the way of receiving the service, and to be precise, the quality of the process of interaction and dialogue with different segments of festivals customers. The effect of the exchange of tangible and intangible values is the satisfaction of customers, their trust and commitment to the service provider. The value of maintaining ties with a cultural institution perceived by customers can be described as follows: value perceived by customers = core value ± additional value. The basic value concerns the most important benefits resulting from participation in the festival. On the other hand, added value is associated with additional services and the interaction process. The main advantage and its associated additional services (added value), delivered in a sequence of episodes within the interaction process, shape the value perceived by the client. It is important that the process of offering value does not diminish what is known and already in use, in order to be able to take the risk of introducing the innovation. It follows that in order to meet the expectations of different customer segments, it is important to continually study their needs and preferences.
Summary
The main reason for the development of research into consumer behaviour of cultural services is the changes related to their behaviour in the festivals market which has been caused by an increase in the choices of various market offers as well as the increasing wealth of societies. By analysing the results of this research and secondary sources, one can conclude that changes in the behaviour of consumers of festival events in Poland are related to an increase in the mobility and the level and quality of education of the consumers of cultural services. The dynamic, difficult market of festivals in Poland, the changing needs and preferences of consumers in this market increase the demand for information and generate the need for the continuous improvement of marketing procedures and activities. It also implores a careful, and attentive look at the consumers and their market behaviour. By presenting selected characteristics of consumers of festivals in Poland, their behaviour and the observed changes in the behaviour, we set out to indicate the directions of development for the festivals offer. The results presented may also become an important starting point in the process of planning a marketing strategy. Future research should explore the role festivals play in stimulating cultural tourism in Poland. For example, a study might investigate the question how far do cultural tourists travel in Poland to attend a festival, and how much do they spend during their travels. Furthermore, a study should explore why women and the more highly educated attend festival versus men or people with less education.
